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Views on media channels - 
marketers and consumers 
views on effectiveness 


In July 2013, Australia Post surveued more than 


Executive Summary 9,000 people to find out how they view advertising, 

what they feel are the most effective channels for 
How do Australian consumers want promotional messages and which channels they 
to hear from brands and how well do find useful when interacting with businesses. 


j j D ; 
marketers know their audience: Two The results raised the question as to whether 
surveys were undertaken to find out. marketers shared a similar view to consumers. 


Australia Post teamed up with Marketing magazine 
to investigate further. 


The Marketer Views on Advertising survey was 
conducted by Marketing in November and 
December 2013 and set out to canvass the beliefs 
held by more than 300 Australian marketers into 
which communications channels are preferred by 
consumers. The results have been compared and 
contrasted with the views of consumers, and are 
detailed in the report 'Creating connections that 
matter: How Australians want to hear from brands. 
http://auspost.com.au/business-solutions/research-oct13-brands.html 
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How do Australians feel about advertising? 


Firstly we look at where people fit on the receptive-negative scale, 
and where marketers think they fit. 
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‘Ad junkies’ 


Actually enjoy 
advertising 
sometimes. 


What consumers 
say: 17% 


What marketers 
think: 17% 


MARKETING's take: People are nowhere near as negative about advertising as marketers think they are. 


‘Affirming 
realists’ 
(Largest group) 


Think it can 
occasionally be 
entertaining or 
informative. 


What consumers 
say: 45% 


What marketers 
think: 18% 


‘Ambivalent 
passives’ 


Think it makes 
little difference 
to them. 


What consumers 
say: 11% 


What marketers 
think: 17% 


‘Blindfolded 
ignorers’ 


Think it’s 
annoying at 
times but tend 
to ignore it. 


What consumers 
say: 12% 


What marketers 
think: 17% 


Or perhaps given the even distribution, marketers are unclear on this one. 
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‘Grumpy 
rejectors’ 


Think it’s often 
annoying, 
distracting and 
seems to be 
increasing. 


What consumers 
say: 996 


What marketers 
think: 1696 


‘Aggressive 
aggressives’ 
(Smallest group) 


Think there is 

too much of it 
and they can’t 
stand it. 


What consumers 
say: 6% 


What marketers 
think: 15% 
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Top 10 most effective advertising channels 


The views of Australians and marketers as to which channels are ranked 
1-10 below for effectiveness: 


Rank What Australians say Rank What marketers think 
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Top 3 attributes of each channel 


Why consumers and marketers think each channel is effective (or not). 


Based on the top three attributes identified bu respondents who reported each channel as useful. 














Attributes 
im Oo 
9$ v o £ 2o > 2 
42 c ks S Oo gs & S £ o 
o [m Z t n [es o T T = 
EERIE A E ARR E 4 
GF Go 99 gE se se st ge 95 95 of 49 vŽ y 46 
d$ 52 35 28 28g zz $t £5 5S gS S p4 92 22, 29 
Channel o® ws ug os OS o5 Oo oo ro wm Se 19 B5|25|22 
CATALOGUES Australians ©) ©; |) |} |] |) ] E | | 
AND FLYERS Marketers @ © © 
Australians | @ | 6€ e 
PRESS ADVERTISING — m 
Marketers o e e 
PERSONALISED Autalians BARA 
GISELE Marketers o Qo e 
Australians e Oo e 
OUTDOOR ADVERTISING DE LLL LLL SM LLLLSDLLLLALLLLLLLLLLLLLLGLLLLZGLLLGQLLZÁLÁR GG Gu LLGQá LZLLZLULZZ 
Marketers o © Qo 
Australians e e 
TV ADVERTISING m MÀ ————————————— 
Marketers e @ o 
Australians e @ © 
RADIO ADVERTISING n 
Marketers Q Q o 
Australians ~ © © 
EMAIL MARKETING —— ——— M ——— ————— —————— 
Marketers o B e 
ONLINE DISPLAY Australians ix i o EL, LR E mE, 3 e eng E e 
ADVERTISING EMEN e e e 
SOCIAL MEDIA Bust teller | | | | | | | | | | @}] | | 19. e 
ADVERTISING US e e o 








Australians 
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MARKETING's take: The attributes of each channel are generally uncontentious, but the degree to which certain attributes 
matter might be underestimated by marketers. 
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Positive » 


« Negative 
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Channels on the path to purchase 


Australians say that certain types of messages and communication channels 


mau be more useful at particular points in the purchase cucle. 


Point of purchase 



































Newcustomer-  Newcustomer- Existing Existing Switching Switching 
Considering Making final customer - customer - customer - customer - 
options decision Cross-sell Retention Options Making final 

decision 
6196 6596 66% 53% 68% 68% 
43% 42% 26% 40% 40% 
Fleets 43% 39% 41% 38% 35% 35% 
d 40% 43% 44% 65% 46% 48% 
PRESS ADVERTISING 38% 37% 33% 23% 33% 33% 
EMAIL MARKETING 22% 25% 25% 55% 29% 29% 
21% 21% 14% 21% 21% 
EUER CCS 9% 8% 8% 10% 9% 8% 
OUTDOOR ADVERTISING 896 896 796 596 796 696 
Viettel ien 796 796 796 696 896 896 
TELEMARKETING 4% 5% 6% 5% 5% 5% 


EE 





MARKETING's take: Marketing goals should not only determine creative strategy, but channel selection as well. 
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Industry breakdowns 


In this special report, we draw comparisons between the channel views of Australians and 
the marketers in the banking, superannuation, telecommunications, utilities, fashion retail, 
supermarkets, automotive and not-for-profit industries. We look at the acquisition and 

retention of customers and the cross-sell of products and loyalty programs where applicable. 


Acquisition 


When it comes to evaluating options and making purchasing decisions for 
anew credit card, consumers say the most useful channels are websites, 
direct mail and TV advertising. Marketers were in agreement with 
websites, but felt emails had more impact than personalized direct mail. 


Consumers sau: Finance marketers say: 


WEBSITES 


WEBSITES 


PERSONALISED 
DIRECT MAIL 


EMAIL 
MARKETING 


PERSONALISED 
DIRECT MAIL 


TV ADVERTISING 





The financial services sector spent 
approx. $564 million on advertising 
in the financial year to 30 June 2013. 
According to the Nielsen ‘Expenditure 
by Media’ report for that financial Cross-sell 
year, the top five advertising channels 


A When people are considering additional services or products from a bank 
by spend for the banking sector was: 


where they are an existing customer, they find websites, direct mail, 
catalogues and flyers most useful. While marketers agreed with websites 
: as a channel they thought email and telemarketing were preferable options. 
$215.8mil 
Plo geri 


Consumers say: Finance marketers say: 


$105.4mil 


EMAIL 


WEBSITES MARKETING 


$98mil 


PERSONALISED 
DIRECT MAIL 


CATALOGUES 
AND FLYERS 


WEBSITES 


TELEMARKETING 


$58.7mil 


$31.5mil 





NEWSPAPERS 
OUTDOOR 
DIRECT MAIL 
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Acquisition 


When considering a new super fund, Australian consumers named websites, 
personalised direct mail and TV and press advertising as the most useful 
channels. Marketers neglected print and websites in their response to this 
question, instead naming radio as a channel they consider highly effective. 


Consumers say: Superannuation marketers say: 


WEBSITE 


TV ADVERTISING 


RADIO 
ADVERTISING 


PERSONALISED 
DIRECT MAIL 


PERSONALISED 
DIRECT MAIL 


TV ADVERTISING 


PRESS 
ADVERTISING 





Retention 


Consumers report that direct mail, websites and email are the most useful 
channels for communications from their existing super fund. Responses from 
marketers in this field matched with the channels, albeit in a different order. 





Consumers sau: Superannuation marketers say: 


EMAIL 
MARKETING 


PERSONALISED 
DIRECT MAIL 


PERSONALISED 


WEBSITES DIRECT MAIL 


EMAIL 


MARKETING WEBSITES 
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Acquisition 


When considering new policies consumers regarded websites as the most 
useful channel, followed by television and personalized direct mail close behind. 


Insurance marketers consider television as the most useful channel, 
which would account for the significant spend in this channel, followed 
by catalogues and flyers with websites at number three. 


Consumers say: Insurance marketers say: 


WEBSITES TV ADVERTISING 


CATALOGUES 
AND FLYERS 


TV ADVERTISING 


PERSONALISED 
DIRECT MAIL 





Retention 


With so much riding on retention, customer service is paramount to the 
insurance market. When consumers are deciding whether to renew or 
switch, websites again score heavily, personalised direct mail climbs 
up the rankings. While marketers see direct mail as the most effective 
channel to consumers. 





According to Nielsen the top five 


advertising channels by spend for Consumers sau: Insurance marketers say: 
the industry in FY12-13 was: 


PERSONALISED 
WEES DIRECT MAIL 


PERSONALISED EMAIL 
DIRECT MAIL MARKETING 


TV ADVERTISING 


$15.8mil 
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Acquisition 


When making decisions on new telecommunications products, consumers 
rate websites, catalogues and flyers and TV advertising as the most 
useful communication channels. Telco marketers felt television was the 
most effective channel for the industry; they missed the importance of 
catalogues and flyers (ranking it sixth). 


Consumers say: Telecommunication marketers say: 


WEBSITES TV ADVERTISING 


CATALOGUES 
AND FLYERS 


WEBSITES 


PERSONALISED 


TV ADVERTISING DIRECT MAIL 


EMAIL 
MARKETING 





Cross-sell 





The most useful channels to consumers for cross-selling of 
telecommunications products and services from an existing provider was 


According to Nielsen, the top five websites, personalised direct mail was in equal third place with catalogues. 
advertising channels by spend for Meanwhile, marketers considered email slightly more effective than direct 
the industry in FY12-13 were: mail and identified telemarketing as the third-best channel for cross-selling. 


Consumers say: Telecommunication marketers say: 


$100.4 mil 


z EMAIL 
WEBSITES % MARKETING 


Saa. aeri 


> PERSONALISED 
TV ADVERTISING b DIRECT MAIL 


PERSONALISED 
DIRECT MAIL TELEMARKETING 


$42.8ni 


CATALOGUES 
AND FLYERS 


$25.1ni 
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Acquisition 


The three most useful channels nominated by consumers, when 
they're signing up for new utility services are websites, direct mail 

and catalogues and flyers. The survey results indicate utility marketers 
missed the importance of websites and flyers, instead placing 
telemarketing in their top three. 


Consumers say: Utilities marketers say: 


PERSONALISED 


WEBSITES DIRECT MAIL 


PERSONALISED 
DIRECT MAIL 


EMAIL 
MARKETING 


TELEMARKETING 


CATALOGUES 
AND FLYERS 





Retention 


When considering their options and receiving information from their 
current provider, consumers looked to the same channels as for 
acquisition. While the marketers considered outdoor advertising 

as the most important channel. 





According to Nielsen, the top five Consumers say: Utilities marketers say: 
advertising channels by spend are: 


OUTDOOR 


WEBSITES ADVERTISING 


PERSONALISED PERSONALISED 
DIRECT MAIL DIRECT MAIL 


CATALOGUES EMAIL 
AND FLYERS MARKETING 


$35.5mil WEBSITES 
$30mil 


$12mil 


$L0mil 


NEWSPAPERS 
DIRECT MAIL 


ONLINE 
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Nielsen reports the top five 
advertising channels by spend by 
fashion retail brands as: 


$57.8nil 


$18.2ni 


$8.5mil 












OUTDOOR 
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MAGAZINES 





Acquisition 


The most useful channels for attracting customers to fashion retail brands 
according to consumers are catalogues, websites and TV advertising. 
Interestingly, retail marketers nominated online advertising as being more 
important than catalogues. 


Consumers say (fashion specific): Marketers say (retail in general): 


CATALOGUES 


AND FLYERS WEBSITES 


TV ADVERTISING 


WEBSITES 


ONLINE DISPLAY 
ADVERTISING 


TV ADVERTISING 





Loyalty 


To generate loyalty to a particular store or brand through a rewards 
program consumers say that personalized direct mail, email marketing 
and catalogues are the best ways for fashion retailers to communicate. 
Marketers generally agreed, but placed websites higher. 


Consumers say (fashion specific): Marketers say (retail in general): 


PERSONALISED EMAIL 
DIRECT MAIL MARKETING 


EMAIL 
MARKETING 


CATALOGUES PERSONALISED 
AND FLYERS DIRECT MAIL 


WEBSITES 
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Acquisition 


For attracting customers, retail marketers say that websites, TV 

and online advertising are the best channels, but consumers disagree. 
Consumers consider catalogues and flyers as the most useful channel 
supermarkets can use for acquisition. For retail generally marketers 
considered websites and television to be the most significant channels. 


Consumers say (supermarket specific): Marketers say (retail in general): 


CATALOGUES 
AND FLYERS WEÐSITES 


TV ADVERTISING TV ADVERTISING 


PRESS ONLINE DISPLAY 
ADVERTISING ADVERTISING 





Loyalty 


Loyalty to supermarket brands is encouraged by sophisticated rewards 
programmes, which help to create a loyal customer base that doesn't 
simply chase the lowest price. Both consumers and marketers say that 
email and direct mail are among the top choices for communicating 
information about loyalty programs. 


Consumers say (supermarket specific): Marketers say (retail in general): 


EMAIL 
MARKETING 


EMAIL 
MARKETING 


PERSONALISED 
DIRECT MAIL 


CATALOGUES 
AND FLYERS 


WEBSITES 


PERSONALISED 
DIRECT MAIL 
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Acquisition 


Consumers say that websites, TV and press advertising are the most 
useful channels when they're considering the purchase of a new car. 
Automotive marketers agree, however, they place greater importance 
on the digital channels at the expense of press advertising. 


Consumers say: Automotive marketers say: 


WEBSITE WEBSITES 


TV ADVERTISING 


TV ADVERTISING 


PRESS 
ADVERTISING 


EMAIL 
MARKETING 





Retention 


When drivers are considering a new car or upgrading their existing model, 
they nominate the same channels as acquisition being the most useful, 
but auto marketers lean towards the direct methods. 





Consumers say: Automotive marketers say: 


According to Nielsen, the top five 


KA 7 WEBSITE PERSONALISED 
advertising channels by spend in DIRECT MAIL 
this industry was: ^ EMAIL 

y TV ADVERTISING fo MARKETING 


PRESS 
ADVERTISING % WEBSITES 
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Switching 


Consumers consider websites, direct mail and TV advertising as the 
three most useful channels when deciding whether to switch their loyalty. 
Marketers, however, hold email in much higher regard. 


Consumers say: Not-for-profit marketers say: 


EMAIL 


WUBESIIESS MARKETING 


PERSONALISED 
DIRECT MAIL 


PERSONALISED 
DIRECT MAIL 


TV ADVERTISING 


WEBSITES 





Retention 


Marketers and consumers are on the same page here, with both 
nominating the same top three communication channels, albeit 
in a different order, for retaining customers. 





Consumers sau: Not-for-profit marketers say: 


PERSONALISED EMAIL 
DIRECT MAIL MARKETING 


PERSONALISED 


WEBSITES DIRECT MAIL 


M Prien G WEBSITES 





The wrap 


The results of the survey of marketers compared and contrasted to those of Australia Post’s poll 
of Australian consumers. It showed that marketers in some industries are in touch with the channel 
preferences of their audience. In other industries marketers are backing channels their customers 
aren't looking to for their marketing messages. 


A well executed marketing campaign can deliver market share and brand equity, a campaign that 
misses the advertising channel can potentiallu lose customers and weaken the brands they represent. 
How did your industry fare? 
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